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Abstrack 
 
Salah satu strategi pengusaha ritel yang sedang berkembang saat 
ini adalah usaha pengembangan produk dengan menggunakan merek 
pribadi (Private Label Brands). Salah satunya peritel yang menggunakan  
Private Label Brands ialah Carrefour. Faktor yang mempengaruhi private 
label brands ialah perceived price, perceived quality, perceived value, 
Brand awareness, dan perceived risk. Tujuan penelitian ini adalah untuk 
mengetahui pengaruh perceived price, perceived quality, perceived value, 
brand awareness, dan perceived risk terhadap purchase intention private 
label brands pada Carrefour di Surabaya. 
Jenis penelitian ini termasuk jenis penelitian kuantitatif. Teknik 
pengumpulan data dilakukan dengan cara melakukan penyebaran kuesioner. 
Populasi dalam penelitian ini adalah pengunjung Carrefour di Surabaya 
dengan teknik penarikan sampel yaitu non probability sampling. Teknik 
analisis data menggunakan analisis Regresi Berganda . 
Hasil kesimpulan yang diperoleh dalam penelitian ini adalah 
variable perceived price, perceived quality, perceived value, brand 
awareness, dan perceived risk berpengaruh terhadap variabel purchase 
intention private label brands pada Carrefour di Surabaya. 
 
Kata Kunci :  Perceived Price, Perceived Quality, Perceived Value, 
Brand awareness, Perceived Risk, Private Label Brands 
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THE EFFECT OF PERCEIVED PRICE, PERCEIVED QUALITY, 
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Abstrack 
 
One strategy that is growing retailers today is a product 
development effort by using a personal brand (Private Label Brands). One 
of these retailers who use Private Label Brands is Carrefour. Factors 
affecting private label brands are perceived price, perceived quality, 
perceived value, brand awareness, and perceived risk. The purpose of this 
study was to determine the significant influence of perceived price, 
perceived quality, perceived value, brand awareness, and perceived risk on 
purchase intention of private label brands in Carrefour in Surabaya. 
This study is quantitative research. Data was collected by means of 
questionnaires. The population in this study was the visitors Carrefour in 
Surabaya sampling technique that is non-probability sampling. Data were 
analyzed using multiple regression analysis. 
The conclusions obtained in this study is the variable of perceived 
price, perceived quality, perceived value, brand awareness, and perceived 
risk towards the variables purchase intention of private label brands in 
Carrefour in Surabaya. 
 
Keywords:  Perceived Price, Perceived Quality, Perceived Value, Brand 
awareness, Perceived Risk, Private Label Brands 
 
